Within the professional football industry one of the most prominent ways to address corporate social responsibility is through a social partnership involving a range of organisations such as a Community Sports Trust (CST), a professional football club, business organisations, and local authorities. These partnerships are responsible for the delivery of community initiatives around a range of social issues. This article seeks to understand the managerial aspects of this type of social partnership, and in particular the objectives and motivations for partnering, by drawing on three analytical platforms that take into account how differences between sectors affect social partnerships. Based on a series of interviews, it is shown that organisations get involved in social partnerships for different reasons and perceive the partnerships in different ways; that from an individual organisational perspective it is difficult to perceive a social partnership entirely in the context of one of the theoretical platforms;
Introduction
Corporate social responsibility (CSR) has been a prominent management trend since the 1990s with business organisations under pressure to address not only economic imperatives but also to consider the social and environmental impact of business operations. The ubiquitous nature of CSR suggests that it can be considered as a taken-for-granted concept within western society 1 . As Brammer et al., argue, "CSR itself has become a strongly institutionalized feature of the contemporary landscape in advanced industrialized economies" 2 . One of the key ways in which organisations address the issue of CSR is through the formation of a social partnership 3 . A social partnership is where two or more organisations from different economic sectors collaborate to address a social issue and where there is a shared understanding of responsibilities and a commitment of resources 4 . These partnerships form in part because addressing social issues can be overly challenging for an individual organisation and requires collaboration with multiple actors that bring different skills to the partnership 5 . There are four types of social partnership: business and non-profit partnerships; non-profit and government partnerships; business and government partnerships; and tripartite partnerships between all three sectors 6 . These reflect a change in the roles and responsibilities between government, business and the civil sector 7 .
Within the professional football industry (and the professional sport sector more broadly) one of the more prominent ways in which CSR is addressed is through a social partnership involving a range of partner organisations including a Community Sports Trust (CST), a professional football club, business organisations, local authorities, and other organisations. In this type of social partnership the CST is a charitable organisation that acts as the delivery vehicle for a range of community programmes that address social issues such as inclusion, education, health, and crime reduction, and draws on funding and other support from the partners. This type of social partnership originally emerged in the 1980s through the Football in the Community (FiTC) schemes partly to counteract some of the more negative aspects associated with the industry, such as hooliganism and a lack of community engagement 8 . However at this point in time the FiTC departments were internal to a football club; more recently there has been a separation between the clubs and the schemes with the vast majority now constituted as independent charitable organisations. This can be explained in part by institutional pressures; the perceived success of the conversion to this model by early adopters encouraged imitation across the sector, whilst more recently coercive pressures exist due to the fact that this form of organisational structure is required in order to receive central funding from the Premier League or the Football League 9 . At present, almost all professional football clubs in the Premier League and Football League partner with a CST operating under the names of community trusts, foundations, and community education and sporting trusts (89 out of 92 clubs).
This article seeks to explore the managerial aspects of this type of social partnership 10 and in particular the objectives and motivations for partnering. Research has shown that managing partnerships is complex and inadequately understood 11 . At the same time the concept of shared responsibilities and a commitment of resources underpinning social partnerships raise questions about the motivations underpinning social partnerships 12 . Whilst there has been a growing body of literature that looks at the CST model in the UK only recently has the nature of the social partnership been the subject of focus 13 . For example, it has been shown that the partnership between a football club and CST can be close, with the CST often drawing on resources (both financial and in-kind) that the football club provides and having football club representation on the board of trustees 14 . However Anagnostopoulos and Shilbury found there to be a "dysfunctional affiliation" between football clubs and CST managers 15 . What this demonstrates is that despite the development of a social partnership, there can be differences in the way that the social partnership is perceived, the motivations and objectives, and therefore potential implications on the success and longevity of the partnership.
This article builds on previous research by seeking to understand social partnerships in professional football through three analytical platforms that take into account how differences between sectors affect social partnerships; an area that Selsky and Parker 16 argue is an emerging area of research within organisation studies.
These platforms -social issues; societal sector; and resource dependence -are argued to exist independently. This article uses these platforms as a model or framework with which to study the social partnerships in professional football although it looks primarily at the perspective of those involved in CSTs as they are the key partner in these social partnerships. The article begins by briefly reviewing literature on social partnerships and setting out the three partnership platforms and five characteristics/dimensions underpinning each identified that form the framework for this article. It then details the methods used for this study, presents the findings and discussion, before a brief conclusion is made.
CSR, social partnerships, and three underlying analytic platforms
Social partnerships have become increasingly prominent and it has been argued that they offer an interesting area for research on CSR 17 . Indeed, Seitanidi and partnerships; these platforms are termed social issues, societal-sector, and resource dependence platforms. They contend that the three social partnership platforms take into account differences in the underlying cognitive frames held by those involved in managing these partnerships and are essentially "sensemaking devices that managers use to envision a partnership project, frame it, and make it meaningful and sensible" 20 .
In this sense, depending on how an individual perceives a particular social partnership will play a role in determining what they expect to achieve and their motivations and objectives for the partnership. 31 .
In partnerships between businesses and non-profit organisations the issues that are often selected are chosen for strategic benefit. In such circumstances the partnership can be viewed through the resource dependence platform. The underlying principle of this third platform is that organisations partner firstly for self-interest and secondly to address a social concern. As Selsky and Parker 32 state, "social partnerships here are conceived in a narrow, instrumental, and short-term way; they are viewed as a way to address organizational needs with the added benefit of addressing a social need". Viewed though a resource dependence lens, a social partnership can be a way to enhance reputation, to gain legitimacy, to improve corporate image and competitive advantage, and to manage reputational risk 33 . The partnership may be a way to develop constructive stakeholder relationships that may benefit an organisation in a particular way, for example by contributing towards the "reservoir of goodwill" 34 .
The resource dependence approach has been discussed in other work on CSR:
for example Graafland grounds. This third type of partnership therefore is reflective of the move towards CSR implementation based on an instrumental, performance-oriented motivation 37 .
However this perspective overlooks concerns surrounding the supposed compatibility of CSR and the market logic 38 . For example, Brammer et al 39 argue that the market logic adopts a limited view of the corporation as simply profit-driven and the idea that CSR is a strategic tool neglects a focus on more societal aspects. Much of the academic research that looks at how CSR is perceived supports and reinforces this market logic and the business case for CSR dominates; the potential effect of this is that it reduces social and environmental elements to supporting financial performance, ensures that stakeholders are treated as a means to an end, and fails to ensure that businesses are more accountable and responsible to society 40 .
Methods
This research sought to explore and better understand the social partnerships within the football industry by using the theoretical framework set out by Selsky and Each interview lasted between 50 and 90 minutes and was carried out on the basis that all responses would be reported anonymously. The interviews relied on an interview guide that helped to structure the direction of questioning. As this article is part of a larger research project focused on organisational structures and governance within the CST sector in the professional football industry, there were a variety of themes that were used to structure the interviews. In regards to the specific focus of this article, the questions centred on the nature of the partnership, the relations between partners, resource-related issues, and the motivations underpinning the different partner organisations. The interviews were recorded and transcribed by the authors. Transcripts of the interviews were sent to all of the interviewees to check for any errors or omissions. This process was helpful for fact-checking and also elicited further information in a number of instances. The interview transcriptions were read in full which enabled a general understanding of the responses 42 . Thereafter the interviews were analysed using the five dimensions set out in figure 1 from Selsky and Parker 43 as the broad coding scheme with the characteristics of each of the three theoretical platforms providing further themes to frame the analysis of the interviews.
The five dimensions are used to structure the findings.
Findings and Discussion
This article focuses on the social partnership between CSTs, football clubs and other organisations. Although a partnership approach is clearly in evidence, the importance of this particular approach to working was strongly emphasised in the interviews. For example, taking a historical perspective, partnerships were important in relation to the FiTC model, even when the community departments were integral to the club. The conversion to the CST model, and the increasing self-reliance of the schemes, further emphasised the fundamental role that partnerships played. As one interviewee stated: by the former Labour government as a means to deliver the 'third way' agenda and to demonstrate a commitment to socially responsible activities 50 . The social partnership with the CST is one way of doing this. However when one considers the context underpinning the social partnership it was clear that the resource dependence platform and the pressure for 'mission-related performance' was highly relevant for a football club 51 . For example, the football club interviewees perceived that the social partnership with the CST had the potential to benefit a football club financially through commercial sponsorship deals in which the work of the CST is a key element in attracting commercial sponsors to a football club. Similarly, an additional financial benefit as a result of the social partnership was the potential to increase the supporter base. This was recognised by both the clubs and the CSTs that were interviewed, for This was mentioned previously in the section on primary interest, demonstrating that there is a strong sense of synergy between context and primary interest. This is understandable: contextual factors are likely to influence the primary interest for engaging in a social partnership.
An additional aspect that was mentioned that relates to the mission of the football club was that the social partnership has the potential to identify players for the football club. At two of the CST schemes interviewed the football coaching courses linked to the academies that the football clubs ran. There were a number of children within these academies that had been identified through the community programmes with a very small number even making it to the first team squad at one of the football clubs. Although this was not stated explicitly by the football club, one of the interviewees at a CST mentioned this: contend is the interdependency between business and society. Whilst the need to be a 'good neighbour' was stressed by virtually all of the interviewees, it was clear that football clubs also felt pressure to ensure that the social partnership is tied to the mission of the club, in this case generating revenues to be able to improve on-pitch performance. The context in which an individual perceives the social partnership between a football club and a CST therefore determines the way the partnership is perceived.
Source of problem definition
The source of problem definition relates to who defines the issues that a social partnership is engaged in. One of the earlier interviews suggested that it is the CSTs that are the source of problem definition in that they respond to the needs of their local communities:
"I think what you'll find is that every scheme needs to look at what their opportunities are and what communities initially surround them and how they relate to those as well". (Interviewee D)
This aligns with the social issues perspective in the sense that it is local communities that are the source of the problem definition. This also concurs with the view stressed earlier that the programmes were 'needs-led' and supports the idea that it is the CSTs that are able to determine what programmes to develop based on a bottom-up approach in response to needs within the local communities. Whilst there was an acknowledgement of the need to align with government strategy in the early interviews it was evident that over time the issues that the social partnerships address appear to be driven more by external agents than by the CST. For example, there was overwhelming acceptance that community sport trusts, during the period in which the Labour government was in power, have benefitted from the receipt of government funding, both centrally administered and from local government. It is clear that the community sport trusts interviewed had aligned themselves with government, as mention was made about how this had been an explicit strategy of the community The last point on sustainability is important. It is clear that underpinning the alignment with government agendas is that it can provide a certain level of financial sustainability. This demonstrates that government funding acts as an influence or a source of problem definition that can influence the activities of the social partnership.
It was also found that the Football League Trust and the Premier League were also able to influence the types of community initiative. For example, the Premier League has the 'Creating Chances' brand that oversees community initiatives in five broad areas: community cohesion; education; health; sports participation; and international.
The Football League Trust also has four similar overarching themes: education;
health; sport; and inclusion. Both the Premier League and Football League provide funding for projects in these areas (although significantly more in the case of the Premier League), demonstrating that they set the community agenda centrally and community sport trusts deliver the programmes, for example: This demonstrates that the source of the problem definition is often based on emerging public issues that are constructed over time, for example government agendas that demonstrate the relevance of the societal sector platform. However it is also clear that the source of problem definition is externally defined by existing interest groups and public issues, for example by the Premier league and Football
League, or by football clubs (social issues platform).
Dependencies
The resource dependence platform is underpinned by the idea that the organisations involved in a social partnership want to ensure the boundaries between the organisations are clear and that in doing so they are able to retain their autonomy.
From a social issues platform, there is a focus on managing and segmenting interdependencies, whilst the societal sector platform focuses on integrating interdependencies. It was these latter two perspectives that came out in the interviews.
For a CST there was a clear perception that the charitable model allows a certain level of autonomy, for example in relation to applying for grants and taking certain strategic decisions. This sense of autonomy between partners is reflected formally through the Football League criteria for receiving centralised funding: This balance suggests that managing and segmenting social partnerships are important therefore aligning with the social issues platform. However there was also evidence to suggest integration, particularly in the context of local authorities. With many local authorities providing funding for CSTs to deliver initiatives it was clear that a strong sense of integration was needed in order to obtain funding. This also relates to the previous section on the source of the problem definition. For example, if a CST is dependent upon a particular partner for funding, then it is likely that this partner will also be able to influence the nature of the programmes or initiatives (i.e.
the source of the problem definition) that are delivered.
Time-frame
The time-frame dimension reflects the longevity of the social partnership.
From a social issues platform, a partnership can be seen as finite of infinite depending on the social need or issue. The key factor underpinning the time-frame element of the social partnerships in this research was funding and from the perspective of the CSTs interviewed, this was dependent upon other partners: Whilst the social partnerships demonstrate a sense of longevity and in most cases are infinite in the sense that there have only been a very small number of social partnerships that have ceased to exist (due to the CST having been financially unable to continue), the nature of the work and the initiatives that are delivered therefore are determined by the social issues and the aspects that the partner organisations are prepared to fund. In this sense there is a strong level of stability in the social partnership. Where there is less stability is in regard to particular social issues. When one becomes less important or government prioritise other issues then it can lead to a particular initiative ceasing to receive any funding. This has led to CSTs effectively becoming more professional (due to the need to demonstrate they are a suitable organisation to fund) but at the same time they have increasingly taken on the role of a service deliverer in the social partnership and therefore are less able to determine the types of projects that it gets involved in as these are driven by funding bodies. This is potentially problematic where a community sport trust is heavily reliant on funding from local or central government given the public sector budget cuts in the UK, or where it leads CSTs to deliver projects that they feel no longer demonstrate a commitment to address social issues: This is particularly the case in regard to a football club as they align more with a resource dependence platform and view the social partnership firstly in regard to selfinterest and secondly as a way to address a social concern. This is understandable given that the chief responsibility of a football club and for those running the club is to drive commercial revenues to be able to compete on the field of play. In contrast, a CST (the delivery agent of the social partnership) conceives of the partnership as a way for them to address social issues first and foremost. This is not a novel finding in and of itself: others have shown this to be the case in regards to business organisations (self-interested goals) and non-profit organisations (social goals) that engage in a social partnership 55 . However in the context of the sport industry there is little research that has shown the underpinning motivations for social partnerships although This was more aligned with the resource dependence perspective yet at the same time when it comes to the source of the problem definition the social issues or societal sector platform is a better framework for understanding the partnership. What this demonstrates is that it is difficult to perceive a social partnership entirely in the context of one of the platforms.
The third conclusion from this research is that despite there appearing to have been a strong degree of homogenization within the organizational field over the past decade whereby internal FiTC schemes at professional football clubs have converted to the CST form of organisation, this research has found that there are differences amongst social partnerships. For example one of the themes that came out of the interviews was that social partnerships vary; some work well and address a range of social issues while others simply deliver football and coaching courses with little engagement in the social partnership. Therefore to attempt to generalise across the sector would not necessarily portray an accurate picture of what is happening.
Nevertheless, how can we explain the rapid adoption of the charitable structure over the past decade? One possible reason is that it provides a sense of legitimacy amongst the key actors involved in the social partnership. For a CST it provides a sense of separation from a football club, thereby giving more confidence and ability to apply for grants. For a football club, the separation allows them to focus on their primary area of interest and leave the community side to the CST yet at the same time they draw on the social partnership as a source of legitimacy and create a socially constructed story about the community activities that the football club is involved in that can be used to create a social definition of the organisation 59 . Scott 60 discussed institutionalization as a "process of creating reality" and in part this can be seen in the way that football clubs draw on the work of the social partnerships to generate positive publicity, to help build a community brand, and to position themselves as a key organisation within a community. However, there is a danger that in seeking legitimacy through the same organisational form, such arrangements will not be right for every social partnership. Perhaps now, with almost all professional football clubs having an association with a community sport trust, we may start to see critical reflection on whether this model is the most appropriate form for the future and whether alternative models will develop. Further research is therefore needed to be able to take into account a wider range of perspectives on social partnerships in the professional football industry, but also to focus specifically on the differences between social partnerships to better understand whether the charitable model is appropriate for all schemes and why some are able to grow and develop better than others. .
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